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ABSTRACT			The	 symbolic	power	of	media	has	always	been	considered	as	one	of	 the	major	forces	 hindering	 the	 development	 of	 gender	 equality.	 Among	 various	 types	 of	media	texts,	the	special	nature	of	television	advertisements	made	it	became	the	most	controversial	one	in	the	debate	of	gender	stereotypes	of	power	relations.			In	 order	 to	 deconstruct	 the	way	 that	 television	 advertisements	 lead	 to	 female	subordination,	this	study	conducted	a	content	analysis	on	samples	of	television	advertisements	broadcasted	on	a	 local	 free	television	channel	 in	Hong	Kong.	 In	this	 study,	 a	 systematic	 coding	 scheme	 was	 made	 by	 selectively	 adopting	different	attributes	originated	from	previous	studies.	Different	attributes	 in	the	coding	 scheme	 were	 used	 for	 the	 identification	 and	 analysis	 of	 stereotypes	leading	to	female	subordination.		Results	 of	 this	 study	 revealed	 that	 stereotypes	 with	 hidden	 power	 relations,	which	 could	 lead	 to	 female	 subordination,	 were	 identified	 in	 Hong	 Kong	television	advertisements.	Also,	deterioration	of	 female	subordination	was	also	spotted	 by	 comparing	 the	 results	 of	 current	 study	 with	 figures	 in	 previous	researches.							 	
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Chapter	One:	Introduction	
	
1.1	Background	The	issue	of	gender	inequality	has	long	been	a	debate	over	the	past	decades;	numbers	of	 researches	 had	 suggested	 that	 the	worldwide	 phenomenon	 of	 gender	 inequality	was	 derived	 from	 a	 difference	 in	 socially	 constructed	 understanding	 on	 different	genders	(Acker,	2004).	Generally,	women	subordination	has	been	found	as	a	common	result	in	the	social	manipulation	of	gender	power	happening	in	most	cultural	contexts,	meaning	 that	 females	 have	 been	 socially	 constructed	 as	 objects	 with	 lower	 power	than	males	(Juteau,	2003).	Such	ideology	of	gender	differences	has	been	reproduced	and	 reinforced	 by	 different	 spheres	 of	 real	 practices	 and	 perceptions	 in	 society	(Connell,	2009).		
1.2	Perceptions	of	gender	in	Hong	Kong	Hong	Kong	was	a	British	colony	before	her	return	to	the	People’s	Republic	of	China	in	1997,	such	mixed	geographical	and	historical	background	made	the	community	with	fluid	 conceptions	 towards	 issues	 and	 values	 towards	 gender.	 There	 are	 laws	 to	protect	 women	 from	 gender	 bias	were	 established	 in	 the	 colonial	 age;	meanwhile,	patriarchal	 thoughts	 from	 traditional	 Chinese	 kinship	 system	 were	 rooted	 in	 the	community	 at	 the	 same	 time	 (Fung	 and	 Ma,	 2000).	 Therefore,	 values	 from	 the	patriarchal	 hierarchy	with	 female	 subordination	 could	 still	 be	 identified	 in	 various	aspects	of	the	community.			A	 survey	 conducted	 by	 the	 Women’s	 Commission	 found	 that	 50	 percent	 of	respondents	strongly	or	somewhat	agreed	that	women	should	put	more	emphasis	on	family	 than	career;	and	about	17	percent	of	respondents	perceived	that	women	are	relatively	 less	 capable	 of	 making	 important	 decisions	 than	 men	 (Women’s	Commission,	2009).	Such	statistics	reveal	that	gender	stereotypes	in	terms	of	role	and	ability	exist	in	contemporary	societies	like	Hong	Kong.			With	 reference	 to	 the	 existing	 situation	of	 gender	bias,	 the	Hong	Kong	 government	has	 been	 advocating	 gender	 equality	 in	 recent	 decades.	 For	 example,	 the	 Equal	Opportunities	 Commission	 (EOC)	 was	 established	 in	 1996	 with	 eliminating	
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discrimination	 against	 sex	 as	 one	 of	 its	 goals;	 the	 Women’s	 Commission	 was	established	in	2001	to	foster	the	development	and	advancement	of	women.	However,	the	 road	 to	achieve	gender	equality	 is	hindered	by	different	 forces	 from	 traditional	and	 rooted	 ideology	 of	 patriarchy.	 The	 divergence	 in	 the	 perception	 between	different	genders	was	 inherited	from	means	of	social	reproduction	 including	family,	education	and,	particularly,	the	media	(Fung	and	Ma,	2000).			
1.3	Gender	subordination	and	the	mass	media	The	ideology	of	patriarchy	with	female	subordination	has	been	constantly	produced	and	 reproduced	 in	mainstream	media	 texts,	 including	movie	 and	drama	narratives,	depiction	 of	 gender	 figures	 in	 magazines	 and	 advertisements	 on	 media	 platforms	(Chan	 and	 Cheng,	 2012).	 Amongst	 the	 mentioned	 media	 texts,	 television	advertisements	 were	 conceived	 as	 the	 most	 influential	 type	 in	 conveying	 hidden	gender	 messages	 through	 its	 massive	 repetitive	 representation	 of	 gender	 figures,	since	 the	 penetration	 rate	 of	 television	 advertisements	 is	much	 higher	 than	 that	 of	still	 images	 on	magazines	 and	 one-off	 narratives	 in	movies	 and	 dramas	 (Frith	 and	Mueller,	2003).		Researches	had	 found	out	 stereotyped	portrayal	 of	males	 and	 females	 in	 television	advertisements	 tend	 to	 affect	 individuals’	 association	 towards	 the	 role	 and	 social	position	of	different	genders	in	real	life	(Bandura,	2009;	Smith	and	Granados,	2009).		Therefore,	 in	 order	 to	 promote	 gender	 promote	 and	 achieve	 a	 less	 biased	understanding	on	different	genders,	it	is	believed	that	the	analysis	of	contents	appear	in	television	advertisement	would	be	essential	and	inevitable.			
1.4	Objective	and	contributions	of	the	study	As	mentioned	above,	television	advertisements	are	being	claimed	as	one	of	the	major	sources	reproducing	the	ideology	of	patriarchy	with	female	subordination.	This	study	attempts	 to	 investigate	 the	 patterns	 of	 female	 subordination	 by	 representations	 in	television	 advertisements,	 as	 well	 as	 the	 recent	 trends	 of	 female	 subordination	constructed	by	television	advertisements.	It	is	hoped	that	this	study	could	contribute	in	the	understanding	of	the	symbolic	power	of	gender	portrayal	in	media	texts	of	such	a	society	with	mixed	geographical	and	historical	background	as	Hong	Kong.		
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1.5	Research	questions	With	the	above	research	background,	the	following	research	questions	applies	to	this	study:	-	 In	 what	 ways	 females	 are	 being	 portrayed	 as	 different	 to	 males	 in	 Hong	 Kong	television	advertisements?	-	How	the	identification	of	different	gender	stereotypes	in	media	texts	lead	to	female	subordination?		-	Has	the	phenomenon	of	female	subordination	in	Hong	Kong	deteriorated	in	recent	years?		 	
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Chapter	Two:	Literature	Review	
	
2.1	Gender,	gender	traits	and	gender	stereotypes	
Definition	of	gender	and	gender	traits		The	two	fundamental	concepts	of	sex	and	gender	are	often	been	mixed	together	and	regarded	 as	 the	 same	 (Kessler	 and	 McKenna,	 1985).	 Sex	 refers	 to	 the	 biological	structure	of	maleness	or	femaleness;	where	gender	is	a	fluid	concept	with	social	and	cultural	 characteristics	 being	 associated	with	being	 a	male	 and	 female	 (Crooks	 and	Baur,	2005).	Societies	with	variations	in	cultures	and	values	tend	to	attach	different	associations	 to	 both	 males	 and	 females	 in	 terms	 of	 norms,	 roles,	 behaviors	 and	relationship	 in	 and	 between	 groups	 (Lorber,	 2010).	 In	 most	 cultural	 contexts,	associations	and	traits	on	genders	are	often	in	binary	settings,	meaning	that	there	is	a	clear	division	in	what	and	how	males	and	females	are	supposed	to	perform	according	to	the	prescribed	traits	(West	and	Zimmerman,	1987).			
Formation	of	gender	stereotypes	Once	 any	 of	 the	 prescribed	 traits	 of	 gender	 are	 constructed	 and	 repetitively	performed	by	individuals	of	different	genders,	gender	stereotypes	could	be	generated	and	 circulated	 as	 a	 norm	 in	 the	 social	 context	 (Stockard	 and	 Johnson,	 1992).	 Such	stereotypes	 tend	 to	 affect	 people’s	 perception	 and	 expectation	 on	 the	 behavior	 of	social	 others,	 and	 become	 the	 grounds	 for	 them	 to	 determine	 the	 normality	 of	someone’s	 behaviors	 (Healey,	 2014).	 According	 to	 Jackson	 and	 Scott,	 social	institutions	including	family,	schools	and	mass	media	posses	a	socialization	effect	in	producing	and	regulating	beliefs	and	practices	of	genders	(Jackson	and	Scott,	2002).	In	other	words,	traits	and	stereotypes	of	genders	would	be	constantly	produced	and	re-produced	through	its	dissemination	in	aspects	of	individuals’	everyday	life	within	different	 social	 institutions.	 Under	 the	 influence	 of	 various	 social	 institutions,	individuals	tend	to	make	sense	of	their	own	gender	identity	and	perform	according	to	the	culturally	constructed	traits	(Butler,	1990).						
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2.2	Manipulation	of	power	among	genders	
Power	as	a	gender	trait	Apart	 from	 the	 binary	 allocation	 of	 traits	 to	males	 and	 females,	 the	 fluid	 nature	 of	gender	identity	has	brought	with	meanings	of	power	to	both	genders.	Scholars	have	argued	that	the	rooted	ideology	of	patriarchy	constructed	a	dominance	of	masculinity	in	 most	 social	 and	 cultural	 contexts,	 meaning	 that	 masculinity	 was	 placed	 in	 a	superior	position	 to	 femininity	 in	 the	play	of	power	 relations	 (Acker,	2004;	Barker,	2012).	Such	male	dominance	could	be	found	in	both	ideological	and	practical	spheres.			Generally,	thoughts	of	male	dominance	and	superiority	could	be	found	as	mainstream	discourse.	According	to	a	survey	conducted	by	the	Equal	Opportunities	Commission,	a	majority	 of	 males	 conceive	 that	 male	 identity	 is	 constructed	 through	 their	comparison	with	women,	 and	males	 could	 gain	 self-esteem	 only	when	 they	 have	 a	competitive	 advantage	 over	 women	 (Equal	 Opportunities	 Commission,	 2011).	Another	 survey	 by	 the	Women’s	 Commission	 found	 out	 that	 females	 conceive	 they	have	a	relative	low	status	in	social	environment	(Women’s	Commission,	2011).	Such	quotes	from	survey	reports	reveal	that	males	in	Hong	Kong	attached	their	masculinity	with	a	 label	of	being	superior	to	 females,	whereas	 femininity	was	attached	with	the	stereotype	 of	 subordination.	 The	 patriarchal	 ideology	 could	 also	 be	 extended	 to	practical	 spheres	 such	 as	 workspace.	 Around	 70	 percent	 of	 males	 and	 females	 in	Hong	Kong	considered	that	females	are	suffering	from	glass	ceiling	and	occupational	segregation	since	they	are	being	conceived	with	lower	ability	(Women’s	Commission,	2011).	 The	 above	 figures	 extracted	 from	 survey	 reports	 do	 align	 with	 previous	literatures	arguing	that	females	tend	to	be	the	victim	in	the	combat	of	power	relations;	the	 predominant	 ideology	 of	 patriarchy	 has	 constructed	 communities	 with	 male	domination	and	female	subordination.			
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2.3	Gender	representations	and	stereotypes	in	media	texts	
Making	sense	of	reality	through	media	representations	Among	 the	 mentioned	 social	 institutions	 with	 socialization	 effects	 in	 regulating	individuals’	perception	on	gendered	traits,	power	of	mass	media	has	been	one	of	the	major	 concerns	 (Perse,	 2001).	 	 Being	 a	medium	 to	 disseminate	 information,	media	aids	 its	 audience	 to	 make	 sense	 of	 the	 reality	 through	 various	 kinds	 of	representations	(Hall,	1979).	Media	texts	in	a	variety	of	representation	styles,	such	as	stage	arrangements	(i.e.	mise-en-scène)	 in	 films	and	narratives	 in	television	dramas	and	 advertisements,	 could	 position	 and	 manipulate	 audience’s	 understanding	 of	realty	 in	 a	 subtle	 way	 (Turner,	 2006;	 Croteau	 and	 Hoynes,	 2003).	 	 Traditional	theories	 in	 audience	 studies	 suggested	 that	media	 audiences	 are	 relatively	 passive;	hidden	 meanings	 in	 media	 texts	 would	 be	 internalized	 without	 critical	 judgments	(Alasuutari,	 1999).	 Media	 representation	 could	 be	 regarded	 as	 one	 of	 the	 major	sources	 for	people	 to	understand	 the	mainstream	gendered	 traits	 in	 terms	of	 roles,	behavior,	body	shapes	as	well	as	power	relations	(Hall,	1997).			
From	problematic	representation	to	distorted	understanding	of	reality	Yet,	media	representations	can	be	regarded	as	problematic	when	the	portrayals	are	consisted	of	biased	elements.	Researches	have	suggested	that	stereotyped	portrayals	and	under-representations	of	gender	has	long	been	a	phenomenon	among	platforms	of	visual	media	(Gallagher,	2001;	Shah,	2005).	For	example,	 females	are	often	being	represented	 as	 housewives	 staying	 in-door	 with	 taking	 care	 of	 the	 family	 as	 their	major	 role	 in	both	 television	and	magazine	advertisements;	 female	professionals	 in	the	workspace	 are	 seldom	 being	 represented	 (Furnham	 and	 Chan,	 2003;	 Furnham	and	Paltzer,	2010).	Repeated	stereotypes	and	under-representations	of	genders	could	result	 to	 a	 distorted	 or	 rigid	 understanding	 on	 gender	 among	 individuals;	 the	regulating	 effect	 would	 be	 particularly	 significant	 among	 children	 and	 adolescents	who	are	in	search	for	their	social	identities	(Strasburger	and	Wilson,	2002).				
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2.4	Symbolic	power	of	the	media	panopticon	
Media	as	an	entity	regulating	individuals’	mindset	According	 to	 the	 survey	 conducted	 by	 Women’s	 Commission,	 mass	 media	 was	conceived	as	the	most	influential	aspect	in	everyday	life	experiences	in	affecting	the	mindset	of	gender	stereotyping,	with	42	percent	of	respondents	strongly	agreed	and	somewhat	 agreed	 that	 they	 recognize	 media’s	 effect	 on	 gender	 issues	 (Women’s	Commission,	 2009).	 Therefore,	 the	 relationship	 between	media	 representation	 and	gender	 stereotypes	 should	 not	 be	 ignored	 when	 advocating	 a	 social	 discourse	 of	gender	equality.			According	to	Hall,	media	representation	of	gender	could	be	divided	into	two	spheres	–	 the	 qualitative	 sphere	 as	 the	 way	 that	 different	 genders	 were	 portrayed	 in	narratives	 of	 texts	 and	 the	 quantitative	 sphere	 as	 the	 frequency	 with	 specific	portrayals	 were	 repeated	 (Hall,	 1997).	 The	 combinations	 of	 qualitative	representation	 and	quantitative	 representation	 construct	 symbolic	meanings	 to	 the	audience;	 acts	 and	 thoughts	 would	 be	 justified	 and	 condemned	 by	 repetitive	narratives	 of	 approval	 and	 disapproval	 respectively	 (Bandura,	 2009).	 By	 the	 same	token,	both	neutral	and	biased	judgments	of	gender	would	be	disseminated	according	to	specific	patterns	of	qualitative	and	quantitative	representations.	For	example,	the	idea	 of	male	 dominance	 in	 workspace	 could	 be	 justified	 as	mainstream	when	 it	 is	represented	 along	with	 a	 repetitive	 narrative	 of	 approval;	 glass	 ceiling	 of	 working	females	 could	 be	 subtly	 expressed	 through	 a	 symbolic	 annihilation	 of	 female	professionals	in	executive	positions.			Therefore,	 the	 system	 of	 gender	 representation	 in	 media	 texts	 would	 construct	 a	media	 panopticon	 to	 regulate	 viewers’	 thoughts	 and	 behaviors	 of	 gendered	 traits	(Giovanelli	and	Ostertag,	2009).	Here,	the	term	“panopticon”	could	be	regarded	as	an	invisible	 system	 of	 surveillance,	 which	 regulates	 people’s	 perception	 towards	gendered	 traits	 (Smith	 and	 Riley,	 2009).	 	 Since	 individuals	 tend	 to	 make	 sense	 of	reality	 from	media	texts,	media	representations	would	work	as	a	symbolic	platform	to	 re-produce	 traits	 and	 ideologies	of	 gender,	hence	 to	 further	 reinforce	 the	 rooted	foundation	of	patriarchy.	Therefore,	previously	mentioned	power	relations	of	gender,	with	 male	 dominance	 and	 female	 subordination,	 would	 be	 normalized	 by	representations	in	media	texts.		
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Television	advertisements	with	the	strongest	symbolic	power	It	 is	 believed	 that	 the	 symbolic	 power	 on	 constructing	 and	 reinforcing	 gender	stereotypes	varies	in	different	types	of	media	texts	due	to	technical	differences.	When	compared	 to	 other	media	 texts,	 television	 advertisements	 tend	 to	 have	 a	 relatively	stronger	 effect	 on	 conveying	 gender	 messages	 and	 beliefs	 to	 audience	 (Chan	 and	Cheng,	2012).	On	one	hand,	with	the	constraint	in	short	and	limited	air	time,	normally	about	15	to	30	seconds,	advertisers	tend	to	input	and	exaggerate	gendered	traits	for	the	 sake	 of	 audience’s	 understanding	 of	 narrative	 and	 product	 value	 enhancement	(Dominick	 and	 Rausch,	 1972).	 	 On	 the	 other,	 the	 high	 repetitive	 frequency	 of	television	advertisements	fosters	the	penetration	process	of	hidden	messages	to	the	audience	 (Frith	 and	 Mueller,	 2003).	 Such	 deconstruction	 of	 technical	 nature	 has	provided	insights	in	understanding	the	symbolic	power	of	television	advertisements,	which	 align	 with	 the	 effect	 of	 mainstreaming	 ideologies	 by	 blurring,	 blending	 and	bending	in	the	cultivation	theory	(Morgan,	Shanahan	and	Signorielli,	2009).		
2.5	Analyzing	female	subordination	in	television	advertisements	
Content	analysis	of	television	advertisements	As	mentioned	 previously,	 female	 subordination	was	 derived	 under	 the	 ideology	 of	patriarchy;	such	ideology	would	be	reinforced	by	the	representation	of	gender	figures	in	 media	 texts.	 In	 order	 to	 make	 sense	 of	 the	 relationship	 between	 female	subordination	 and	 representations	 in	 television	 advertisements	 (i.e.	 how	 television	advertisements	would	lead	to	female	subordination),	content	analysis	with	coding	of	specific	 attributes	 was	 widely	 employed	 as	 a	 way	 to	 deconstruct	 television	 texts	(McArthur	&	Resko,	1975;	Furnham,	Mak,	and	Tanidjojo,	2000).			Various	studies	have	argued	that	 female	subordination	was	subtly	disseminated	via	stereotyped	 representations	 with	 biased	 judgments	 of	 power	 relations	 beneath	(Gallagher,	 2001;	 Shah,	 2005;	 Healey,	 2014).	 Four	 types	 of	 stereotypes	 suggesting	female	 subordination	 were	 generalized	 from	 literatures	 and	 previous	 researches,	namely	“female	as	less	authoritative”,	“female	as	submissive”,	“female	as	less	intelligent”	and	“female	as	sex	objects”.		
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Stereotype	of	subordination	–	Female	as	less	authoritative	(S1)	Firstly,	female	subordination	would	be	suggested	by	a	biased	stereotype	of	“female	as	
less	authoritative”.	Studies	revealed	that	females	are	often	being	portrayed	as	figures	with	a	lower	degree	of	authority	when	comparing	to	males	(Furnham	and	Mak,	1999).	For	example,	male	figures	were	found	dominant	in	authoritative	roles	such	as	voice-over,	 interviewers	 and	 professionals	 in	 narratives	 of	 television	 advertisements;	whereas	 females	 are	 tend	 to	 be	 portrayed	 as	 product	 users	 (Furnham,	 Mak,	 and	Tanidjojo,	2000;	Eisend,	2010).			
Stereotype	of	subordination	–	Female	as	submissive	(S2)	Another	stereotype	“female	as	submissive”	would	be	constructed	when	female	figures	tend	to	appear	in	specific	narrative	settings	of	passive	and	dependent,	such	as	inside	a	house	and	dependent	relationships	with	social	others	(Furnham,	Mak,	and	Tanidjojo,	2000;	Furnham	and	Chan,	2003).	For	instance,	television	advertisements	of	domestic	products	 often	 depict	 females	 as	 housewife	 taking	 care	 of	 the	 family;	 symbolic	meanings	 of	 females	 as	 submissive	 character	 staying	 at	 home	with	 dependence	 on	family	 relations	 would	 be	 constructed	 (Frith	 and	 Mueller,	 2003).	 On	 the	 contrary,	meanings	of	superiority	would	be	attached	to	males	since	male	figures	are	frequently	represented	as	independent	characters	in	workspaces	(Frith	and	Mueller,	2003).		
Stereotype	of	subordination	–	Female	as	less	intelligent	(S3)	As	 for	 the	 stereotype	 “female	as	 less	 intelligent”,	 females	 are	 frequently	 depicted	 as	figures	 needing	 help	 and	 receiving	 advices	 (Silverstein	 and	 Silverstein,	 1974).	 The	relative	 higher	 percentage	 of	 males	 offering	 help	 and	 advices,	 as	 well	 as	 a	 high	proportion	of	 females	 receiving	help	and	advices,	 tend	 to	 construct	 a	divergence	of	intelligence	and	knowledge	between	both	genders	(Silverstein	and	Silverstein,	1974).	In	 other	words,	 females	would	 be	 attached	with	meanings	 of	 power	 subordination	along	with	the	portrayal	of	less	intelligent	from	receiving	help	and	advice	from	males.			
Stereotype	of	subordination	–	Female	as	sex	objects	(S4)	In	 the	 final	 stereotype	 “females	 as	 sex	 objects”,	 researches	 argued	 that	 females	 are	constantly	portrayed	as	sex	objects	to	satisfy	gazes	(Dianoux	and	Linhart,	2010).	It	is	a	kind	of	symbolic	violence	when	females	are	reduced	as	objects	with	attractiveness	only,	 especially	when	 the	 female	 faces	 and	 body	 shapes	 are	 highlighted	 (Frith	 and	
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Mueller,	2003).	Biased	portrayals	of	females	in	a	narrative	emphasis	of	young	age	and	physical	beauty,	together	with	a	certain	degree	of	nudity	form	suggestively	dressing,	could	be	interpreted	as	a	form	of	sexual	objectification	of	females;	values	and	power	of	 females	 would	 be	 placed	 in	 a	 relatively	 subordinate	 position	 (Fredrickson	 and	Roberts,	1997;	Prieler,	Ivanov	and	Hagiwara,	2015).		
Symbolic	effects	form	stereotypes	of	subordination	By	 revisiting	 the	 cultivation	 theory,	 a	 repetitive	 representation	 of	 the	 above	 four	stereotypes	advocating	female	subordination	would	cultivate	stability	and	acceptance	(Wober	 and	 Gunter,	 1988).	 Such	 biased	 representation	 with	 female	 subordination	would	 solidify	 the	 viewers’	 distorted	 conceptions	 towards	 the	 power	 relation	between	males	and	females,	hence	to	reinforce	the	prolonged	discourse	of	“females	as	subordinate	and	inferior	to	males”.			 	
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Chapter	Three:	Research	Methodology	
	
3.1	Basic	framework	of	research	As	 mentioned	 in	 the	 chapter	 of	 introduction,	 this	 research	 aims	 at	 examining	 the	difference	 in	gender	portrayal	of	males	and	 females,	as	well	as	 the	way	 that	 female	subordination	was	subtly	expressed	through	biased	gender	stereotypes	in	television	advertisements	 under	 the	 Hong	 Kong	 context.	 Therefore,	 content	 analysis	 of	television	advertisements	would	be	adopted	as	the	major	methodology.		Regarding	the	 framework	 for	analyzing	contents	 in	 television	advertisements	 in	 the	scope	 of	 gender,	 a	 large	 variety	 of	 comparative	 attributes	 were	 used	 in	 previous	researches	of	television	contents.	In	this	study,	the	content-analytic	coding	system	on	gender	 stereotypes	 on	 television	 advertisements	 originated	 from	 McArthur	 and	Resko	 in	 1975	 would	 be	 followed	 as	 the	 major	 framework.	 Generally,	 the	 coding	system	 involves	 different	 comparable	 attributes,	 which	 could	 derive	 meanings	 on	patterns	 of	 stereotypes.	 Such	 framework	 from	 McArthur	 and	 Resko	 was	 adopted	since	 it	was	being	 followed	by	numerous	of	researches;	 therefore	 it	 is	believed	that	changes	 in	 patterns	 of	 representation	 could	 be	 derived	 directly	 by	 comparison	 of	results.			Yet,	 the	 coding	 system	 from	 McArthur	 and	 Resko	 tends	 to	 explore	 the	 general	patterns	 of	 representations	 and	 stereotypes,	 classifications	 of	 symbolic	 meanings	beneath	 such	 as	 superiority	 and	 subordination	 are	 less	 likely	 to	 be	 attached	 in	 the	classical	system.	Therefore,	in	order	to	attain	the	research	objectives	of	current	study,	the	following	refinements	were	made	to	the	adopted	framework	from	McArthur	and	Resko:-	-	Some	attributes	 in	McArthur	and	Resko’s	 framework	would	not	be	used	due	to	 its	ambiguity	and	irrelevance	to	the	scope	of	current	study		-	 New	 coding	 attributes	 originated	 from	 other	 studies	 of	 gender	 stereotypes	 were	added	to	current	study	-	 All	 coding	 attributes	 will	 be	 grouped	 so	 as	 to	 analyze	 the	 mentioned	 four	stereotypes	of	female	subordination	(S1	–	S4)		
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Details	of	coding	attributes	and	practical	procedure	of	coding	would	be	illustrated	in	the	coming	part	of	data	analysis.			
3.2	Data	collection	–	Sample	of	advertisements	The	 advertisements	 broadcasted	 on	 TVB	 Jade	 from	 Television	 Broadcasts	 Limited,	which	is	a	local	channel	with	Cantonese	programmes,	were	chosen	as	the	sample	for	analysis.	Such	channel	was	chosen	since	it	 is	the	one	reaching	the	largest	amount	of	audience	among	all	free	television	channels	in	Hong	Kong,	with	an	average	of	82%	in	ratings	(Television	Broadcasts	Limited,	2016).	A	four-week	period	of	data	collection	was	held	from	4th	April	2016	to	1st	May	2016.	In	order	to	collect	advertisements	in	a	general	 and	 unbiased	 pattern,	 such	 period	 was	 chosen	 to	 avoid	 advertisements	 of	products	 in	 particular	 season	 or	 festival,	 such	 as	 Valentine’s	 Day	 in	 February	 and	Christmas	 in	December,	which	 could	be	biased	 in	 terms	of	 repetition,	 product	 type	and	 representation	 contents.	 Regarding	 the	 recording	 time,	 advertisements	broadcasted	during	the	5-hour	prime	time	from	7:00	p.m.	12:00	a.m.	were	recorded	for	sampling,	such	frame	of	prime	time	was	strategically	defined	by	TVB	(Television	Broadcasts	Limited,	2016).	Since	the	prime	time	reaches	has	the	highest	ratings,	it	is	believed	 that	 advertisements	 of	 a	 wide	 variety	 of	 products	 and	 services	 would	 be	reached	by	the	majority	of	audience.			As	 for	 the	 repetitive	 frequency	 of	 each	 advertisement	 (i.e.	 the	 number	 of	 a	 single	unique	 advertisement	 being	 repeated	 during	 data	 collection	 period),	 previous	researchers	 had	 decided	 to	 discard	 repeated	 advertisements	 in	 order	 to	 avoid	broadcast	 bias	 in	 the	 sample	 (Furnham	 and	 Chan,	 2003).	 However,	 some	 other	researches	highlighted	that	broadcast	duplications	represent	the	reality	of	television	viewing	(Arima,	2003;	Prieler,	Ivanov	and	Hagiwara,	2015).	Therefore,	the	frequency	of	different	advertisements	being	repeated	would	be	taken	into	account	in	this	study;	it	is	believed	that	the	frequency	and	coverage	of	different	advertisements	determine	the	effect	of	mind	regulation	through	representation	of	gender	meanings.			There	are	three	types	of	advertisements	being	excluded	in	process	of	data	collection	as	well	as	analysis,	namely	external	movie	 trailers,	 internal	programme	teasers	and	government	 propagandas.	 Since	 the	 content	 of	 first	 two	 types	 are	 composed	 of	fragmented	 excerpts	 of	 other	 media	 texts,	 content	 analysis	 of	 such	 texts	 will	 be	
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irrelevant	 to	 the	 scope	of	 current	 study.	Regarding	 government	propaganda,	 it	was	excluded	in	the	sample	since	it	has	a	relative	low	broadcast	frequency	and	it	could	not	be	grouped	in	either	one	of	the	product	categories	used	in	the	adopted	coding	system	for	content	analysis.		
3.3	Data	analysis	–	System	and	procedure	of	coding		After	 collecting	 a	 sample	 of	 advertisements,	 the	 recorded	 advertisements	would	be	viewed	 and	 coded	 according	 to	 studies	 followed	 the	 framework	 of	 McArthur	 and	Resko’s	content-analytic	coding	system.			The	 unit	 of	 analysis	 of	 this	 study	 would	 be	 the	 central	 figures	 portrayed	 in	 the	advertisements.	 The	 term	 central	 figure	 refers	 to	 any	 portrayed	 individual	 (human	beings)	 of	male	or	 female	 in	 the	 advertisements	 that	has	 the	most	distinguish	 role,	irrespective	of	whether	they	were	presented	visually,	vocally	or	both	(Furnham	and	Chan,	2003).	Therefore,	there	could	be	more	than	one	central	figure	in	a	single	piece	of	advertisement	text.			Central	 figures	would	 be	 recorded	 in	 accordance	 to	 a	 combined	 set	 of	 comparable	attributes,	 which	 were	 selectively	 adopted	 from	 pervious	 researches	 on	 gender	stereotypes.	 Meanwhile,	 attributes	 will	 be	 group	 as	 indictors	 of	 the	 four	 types	 of	stereotypes	 of	 female	 subordination.	 Illustrations	 of	meanings	 and	 functions	 of	 the	selected	attributes	and	respective	variables	are	as	follows:		
Mode	 of	 presentation.	 It	 is	 about	 the	 way	 that	 the	 central	 figure	 was	 portrayed.	Central	 figures	 would	 be	 regarded	 as	 voiceover	 (disembodied	 voiceover),	 while	
visual/silence	 (visual	 portrayal	 without	 dialogues),	 visual/voice	 (visual	 portrayal	with	 dialogues)	 and	 visual/music	 (visual	 portrayal	 without	 dialogue	 but	 music)	(Furnham,	 Mak,	 and	 Tanidjojo,	 2000).	 Similar	 to	 previous	 researches,	 the	 latter	three	would	be	combined	as	visual/other	for	analysis.		 This	 attribute	 would	 be	 used	 as	 an	 indicator	 of	 stereotype	 “female	 as	 less	
authoritative”	(S1),	since	voiceover	could	be	interpreted	as	the	“voice	of	authority”	in	giving	commands	and	suggestions	(Prieler,	Ivanov	and	Hagiwara,	2015).		
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Credibility	basis.	This	relates	to	the	function	of	central	 figure	 in	the	advertisement	narrative.	 The	 credibility	 of	 central	 figures	 could	 be	 classified	 as	 user	 (person	using	the	product	being	advertised)	or	authority	(central	figure	was	portrayed	as	a	source	of	information	related	to	the	product);	an	option	of	other	was	set	for	figures	represented	as	neither	a	user	nor	authority	(Furnham,	Mak,	and	Tanidjojo,	2000).	Taking	 reference	 from	 previous	 researches,	 the	 latter	 two	 will	 be	 collapsed	 as	
authority/other	for	data	analysis.		 Again,	 this	 attribute	 will	 be	 taken	 as	 an	 indicator	 of	 stereotype	 “female	 as	 less	
authoritative”	(S1).			
Role.	 This	 attribute	 could	 be	 interpreted	 as	 the	 identity	 of	 the	 central	 figure.	
Dependent	refers	to	any	identity	with	dependence	on	parent,	spouse,	partner	and	gender	 objects;	 interviewer/narrator	 as	 a	 person	 descripting	 the	 product;	
professional	 refers	 to	relatively	 independent	roles	such	as	experts	or	researchers	(Furnham,	 Mak,	 and	 Tanidjojo,	 2000).	 The	 variable	 professional	 would	 be	combined	with	other	as	professional/	other.		 The	 second	 stereotype	 “female	 as	 submissive”	 (S2)	will	 be	 investigated	 by	 this	attribute,	since	the	narrative	depiction	of	being	dependent	relates	to	the	degree	of	being	passive	and	submissive.			
Location.	Location	refers	to	where	the	central	figures	are	placed	in	the	setting	of	the	advertisements.	 Variables	 were	 made	 for	 different	 settings	 such	 as	 home,	
occupation	(i.e.	occupational	settings)	and	leisure;	the	extra	variable	unknown	was	set	for	unclassifiable	settings	(Furnham,	Mak,	and	Tanidjojo,	2000).	The	latter	two	would	be	combined	as	leisure/unknown	for	analysis.			 This	 attribute	 would	 be	 used	 for	 examining	 the	 second	 stereotype	 “female	 as	
submissive”	(S2)	as	well,	since	patterns	of	submissiveness	and	dependence	could	be	identified	from	the	binary	settings	of	home	and	occupation.			
Age.	The	age	attribute	generally	refers	to	the	age	group	that	central	figures	belong	to.	There	are	 three	variables	 for	different	age	groups	–	young	 (under	30	years	old),	
	 15	
middle	aged	(31	to	60	years	old)	and	old	(over	60	years	old)	(Furnham,	Mak,	and	Tanidjojo,	2000).				 Since	 it	 is	 expected	 that	 the	 under-presentations	 of	 females	 as	 young	 tend	 to	emphasize	physical	attractiveness	of	 female	 figures,	 this	attribute	would	be	used	for	examining	the	fourth	stereotype	“female	as	sex	objects”	(S4).		
Argument.	Nature	of	arguments	made	by	central	figures	would	be	measured	in	this	attribute.	Arguments	would	be	classified	as	factual	when	it	involves	factual,	solid	evidence	or	technical	information	related	to	the	product;	arguments	with	personal	views	 and	 testimonials	 in	 favor	 of	 the	 product	 would	 be	 classified	 as	 opinion	(Furnham,	Mak,	and	Tanidjojo,	2000).	The	extra	variable	none	will	be	taken	when	no	 arguments	 were	 made	 by	 central	 figures.	 Following	 frameworks	 of	 similar	studies,	the	latter	two	variables	would	be	combined	as	opinion/none	and	used	for	analysis.		 This	 attribute	 would	 be	 used	 for	 examining	 the	 third	 stereotype	 “female	 as	 less	
intelligent”	(S3),	since	level	of	intelligence	could	be	related	and	reflected	from	the	corresponding	arguments	made	by	central	figures.			
Help.	 The	 attribute	 of	 help	 records	 whether	 central	 figures	 are	 giving	 help	 to	 or	
receiving	 help	 from	 social	 others,	 which	 indicates	 personal	 abilities	 and	competencies	 (Silverstein	 and	 Silverstein,	 1974).	 Therefore,	 this	 attribute	would	be	used	to	examine	the	third	stereotype	“female	as	less	intelligent”	(S3).			 The	 extra	 variable	 “not	 applicable”	was	 added	 for	 central	 figures	 neither	 giving	nor	receiving	help	from	other	central	figures.			
Advice.	 Similar	 to	 the	 attribute	 of	 help,	 this	 attribute	would	 be	 used	 for	 recording	patterns	 in	 giving	 and	 receiving	 advices	 among	 central	 figures.	 This	 attribute	would	be	used	for	examining	the	stereotype	“female	as	less	intelligent”	(S3)	as	well,	since	 it	 indicates	 the	 level	 of	 intelligence,	 awareness	 and	 knowledge	 (Silverstein	and	Silverstein,	1974).		
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Again,	 an	 extra	 variable	 “not	 applicable”	 was	 added	 for	 central	 figures	 neither	giving	nor	receiving	advice	from	other	central	figures.			
Degree	 of	 dress.	 The	 degree	 of	 dress	 adopted	 from	 Prieler,	 Ivanov	 and	 Hagiwara	(2015)	examines	the	extent	of	nudity	on	central	figures.	Fully	dressed	was	defined	as	wearing	 everyday	dress	 excluding	 short-shorts	 and	under	wear;	suggestively	
dressed	refers	to	wearing	clothing	with	partial	exposure	of	body	such	as	sleeveless	and	exposing	cleavage	and	chest	areas;	partially	dressed,	which	would	be	combined	with	nude	as	partially	dressed/	nude,	refers	to	wearing	of	clothing	such	as	under-apparel,	briefs	and	bikinis	 (Prieler,	 Ivanov	and	Hagiwara,	2015).	The	option	“not	
applicable”	would	be	used	for	central	characters	without	visual	portrayal	such	as	voiceovers.	This	attribute	would	be	used	as	in	indicator	of	stereotype	four	“female	
as	sex	objects”	(S4).		
Targeted	group.	This	attribute	was	included	in	the	coding	system	in	order	to	find	out	patterns	of	central	figures’	gender	and	targeted	gender	group.	Therefore,	variables	of	male,	 female	 and	 both	 would	 be	 adopted.	 It	 is	 expected	 that	 this	 attribute	would	 aid	 in	 providing	 extra	 information	 for	 analyzing	 the	 four	 stereotypes	 of	subordination.		In	 addition,	 there	 are	 other	 attributes	 in	 the	 original	 coding	 framework	 from	McArthur	 and	 Resko	 (1975),	 such	 as	 reward	 type,	 background	 and	 end	 comment.	However,	 by	 considering	 its	 relevance	 to	 current	 study,	 as	 well	 as	 ambiguity	 in	respective	meanings	and	division	of	variables	as	Furnham	and	Chan	(2003)	suggested,	such	attributes	were	excluded	from	the	coding	framework	of	current	study.			In	sum,	there	are	different	attributes	being	selectively	adopted	for	measuring	the	four	stereotypes	of	subordination.	Since	comparison	on	figures	with	previous	researches	would	be	 conducted	 in	 the	 coming	chapters,	 this	 research	 followed	 the	grouping	of	variables	within	each	attribute	so	as	to	avoid	misinterpretations.			The	 following	 Table	 3.1	 provides	 a	 summary	 of	 the	 selectively	 adopted	 attributes	used	for	coding,	as	well	as	the	stereotypes	of	female	subordination	being	investigated	by	different	attributes.	
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Table	3.1	–	Overview	of	coding	attributes	
Attributes	 Variables	in	attributes	 Attributes	originated	from	 Stereotypes	
Mode	of	presentation	 -	Voiceover	-	Visual/	Other	
McArthur	&	Resko	
(1975)	
	
Furnham,	Mak	&	Tanidjojo	
(2000)	
	
Furnham	&	Chan	
(2003)	
S1	
Creditability	basis	 -	User	-	Authority/	Other	
Role	
-	Dependent	
-	Interviewer/	Narrator	
-	Professional/	Other	
S2	
Location	
-	Home	
-	Occupation	
-	Leisure/	Unknown	
Age	
-	Young		
-	Middle	aged	
-	Old	
S4	
Argument	 -	Factual	-	Opinion/	None	
S3	Help	
-	Giving		
-	Receiving	
-	Not	applicable	 Silverstein	&	Silverstein	
(1974)	
Advice	
-	Giving		
-	Receiving	
-	Not	applicable	
Degree	of	dress		
-	Fully	dressed	
-	Suggestively	dressed	
-	Partially	dressed/	Nude	
-	Not	applicable	
Prieler,	Ivanov	&	Hagiwara	
(2015)	 S4	
Targeted	group	
-	Male	
-	Female	
-	Both	
N.A.	 All	
Remarks:	Abbreviate	codes	of	stereotypes	of	subordination	
S1:	Female	as	less	authoritative;	S2:	Female	as	submissive		
S3:	Female	as	less	intelligent;	S4:	Female	as	sex	objects			In	 practical	 terms,	 central	 figures	 in	 each	 advertisement	 would	 be	 recorded	 with	different	 combinations	 of	 variables	 under	 ten	 attributes.	 Collected	 data	 of	 central	figures	were	sorted	and	managed	in	master	tables	composed	by	variations	in	the	unit	of	analysis	(genders	of	central	figures)	in	three	types	of	product	categories.			Lastly,	frequency	counting	in	various	patterns	in	central	figures	and	attributes	would	be	used	for	deriving	numerical	information	for	further	discussions.			 	
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Chapter	Four:	Discussion	of	findings	results	
	
4.1	Distribution	of	central	figures	in	advertisements	Various	sets	of	data	were	obtained	by	analyzing	advertisements	broadcasted	in	TVB	Jade	 in	 accordance	 to	 the	 selectively	 adopted	 coding	 attributes,	 as	well	 as	 counting	the	repetitive	frequency	of	each	independent	advertisement.		There	 were	 118	 advertisements	 being	 recorded	 in	 the	 mentioned	 data	 collection	period,	 with	 a	 balanced	 distribution	 in	 product	 categories.	 Regarding	 the	 unit	 of	analysis	of	this	study,	180	central	figures	were	identified:	83	were	males	and	97	were	females	(Table	4.1;	General	portrayal).			Since	 broadcast	 duplication	 of	 advertisements	 was	 considered	 as	 a	 reflection	 of	reality	 in	 television	 viewing	 and	 mind	 regulating,	 repetitive	 frequency	 of	 each	advertisement	 was	 also	 recorded	 and	 taken	 into	 account.	 Among	 all	 2868	advertisements	with	 duplication,	 the	 total	 numbers	 of	 1967	male	 and	 2511	 female	central	figures	in	“Overall	duplication”	was	formed	by	duplications	of	the	83	male	and	97	 female	 central	 figures	 according	 the	 duplication	 pattern	 of	 each	 advertisement	(Table	4.1;	Overall	duplication).		Previous	 studies	 of	 Hong	 Kong	 advertisements	 revealed	 that	 males	 are	 more	frequently	 depicted	 as	 central	 figures	 with	 a	 percentage	 of	 68.3%	 and	 60.3%	(Furnham,	 Mak,	 and	 Tanidjojo,	 2000;	 Furnham	 and	 Chan,	 2003).	 However,	 in	 the	results	 of	 current	 study,	 females	 were	more	 frequently	 depicted	 as	 central	 figures	(53.9%),	where	male	 central	 figures	were	depicted	 in	a	 lower	 rate	of	46.1%	(Table	4.1;	General	portrayal).		
Table	4.1	–	Distribution	of	central	figures	in	advertisements		 General	portrayal	 Overall	duplication	
Product	category	 No.	of	ads	 Male	 Female	 No.	of	ads	 Male	 Female	Body	and	personal	care	 47	 30	 45	 1214	 755	 1187	Food	and	medicine	 46	 33	 34	 1004	 775	 792	Other	 25	 20	 18	 650	 437	 532	Total	 118	 83	 97	 2868	 1967	 2511	Percentage	 N.A.	 46.1%	 53.9%	 	
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4.2	Patterns	of	attributes	among	central	figures		Regarding	 the	 overall	 coding	 results	 of	 all	 central	 figures,	 two	 sets	 of	 distribution	were	 obtained	 and	 arranged	 in	 percentages	 (Table	 4.2).	 The	 column	 “General	
portrayal”	shows	the	general	depiction	of	 the	118	central	 figures	 in	variables	under	different	 attributes	 and	 respective	 variables.	 “Overall	 duplication”	 shows	 the	 same	information	as	“General	portrayal”,	but	with	the	base	as	the	duplicated	total	of	2868	central	figures.			
Table	4.2	–	Summary	of	findings	in	portrayal	of	central	figures		 General	portrayal	 Overall	duplication	
Attributes	 Variables	 Male	 Female	 Male	 Female	
	“Female	as	less	authoritative”	(S1)	Mode	of	presentation	 Voiceover	 66.3%	 23.7	%	 63.0%	 22.3%	
Visual/	other	 33.7%	 76.3%	 37.0%	 77.7%	Credibility	basis	 User	 14.5%	 75.3%	 15.0%	 75.9%	
Authority/	other	 85.5%	 24.7%	 85.0%	 24.1%	
	“Female	as	submissive”	(S2)	
Role	 Dependent	 9.6%	 67.0%	 9.0%	 63.4%	Interviewer/	narrator	 75.9%	 29.9%	 74.1%	 30.2%	
Professional/	other	 14.5%	 3.1%	 16.9%	 6.5%	
Location	 Home	 4.8%	 58.8%	 4.3%	 59.0%	Occupation	 13.3%	 5.2%	 18.2%	 9.1%	
Leisure/	unknown	 81.9%	 36.1%	 77.5%	 31.9%	
	“Female	as	less	intelligent”	(S3)	Argument	 Factual	 56.6%	 7.2%	 54.6%	 9.0%	
Opinion/	none	 43.4%	 92.8%	 45.4%	 91.0%	
Help	 Giving	 24.1%	 4.1%	 28.1%	 6.6%	Receiving	 4.8%	 26.8%	 7.5%	 26.6%	
Not	applicable	 71.1%	 69.1%	 64.4%	 66.7%	
Advice	 Giving	 79.5%	 28.9%	 84.3%	 32.5%	Receiving	 2.4%	 45.4%	 2.9%	 43.0%	
Not	applicable	 18.1%	 25.8%	 12.8%	 24.5%	
	“Female	as	sex	objects”	(S4)	
Age	 Young	 38.6%	 57.7%	 38.3%	 58.7%	Middle	aged	 61.4%	 39.2%	 61.7%	 39.1%	
Old	 0.0%	 3.1%	 0.0%	 2.1%	
Degree	of	dress	 Fully	dressed	 22.9%	 13.4%	 25.2%	 19.0%	Suggestively	dressed	 4.8%	 55.7%	 7.9%	 49.8%	
Partially	dressed/	nude	 1.2%	 9.3%	 1.3%	 9.9%	
Not	applicable	 71.1%	 21.6%	 65.6%	 21.3%	
Extra	attribute		
Targeted	group	 Male	 9.6%	 0.0%	 8.3%	 0.0%	Female	 3.6%	 32.0%	 5.6%	 37.1%	
Both	 86.7%	 68.0%	 86.1%	 62.9%	
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In	 other	 words,	 percentages	 under	 “General	 portrayal”	would	 be	 more	 accurate	 in	understanding	how	male	and	 females	are	 shaped	and	depicted	as	 central	 figures	 in	advertisements.	 With	 broadcast	 frequencies	 being	 included	 in	 calculation,	percentages	 under	 “Overall	 duplication”	 would	 be	 more	 useful	 in	 illustrating	 the	socialization	 effect	 from	 advertisements.	 Also,	 it	 was	 observed	 that	 figures	 from	“general	 portrayal”	 and	 “overall	 portrayal”	 are	 parallel	 in	 distribution	 with	 similar	percentages,	meaning	 that	 repetition	 patterns	would	 less	 likely	 to	 influence	 on	 the	symbolic	effects	of	the	180	central	figures.		The	remaining	parts	of	 this	chapter	would	discuss	 the	 theme	of	 this	study	–	 female	subordination	–	with	reference	to	patterns	of	the	four	mentioned	stereotypes	related	to	gender	power	relations.	Percentages	numbers	ranging	from	the	selectively	adopted	attributes	 to	 columns	 of	 “General	 portrayal”	 and	 “Overall	 duplication”	 will	 be	employed	in	different	circumstances.					
4.3	Patterns	of	stereotype	“Female	as	less	authoritative”	(S1)	The	attributes	of	mode	of	presentation	and	creditability	basis	were	taken	as	indicators	of	the	level	of	authority	among	central	figures.	In	mode	of	presentation,	male	central	figures	had	a	higher	 tendency	 in	being	portrayed	 in	 the	 form	of	voiceover	 (66.3%),	whereas	 only	 less	 than	 a	 quarter	 of	 females	 were	 being	 portrayed	 as	 voiceover	(23.7%)	(Table	4.3.1;	General	portrayal).	In	results	of	credibility	basis,	85.5%	of	males	were	 portrayed	 as	 authority	 figures,	 where	 females	 were	 often	 being	 shaped	 as	product	users	with	a	percentage	of	75.3%	(Table	4.3.1;	General	portrayal).			
Table	4.3.1	–	Distribution:	Mode	of	presentation	and	Credibility	basis		 Current	Study	(2016)	
Attribute	 General	portrayal	 Overall	duplication	
Mode	of	presentation	 Male	 Female	 Male	 Female	
Voiceover	 66.3%	 23.7	%	 63.0%	 22.3%	
Visual/	other	 33.7%	 76.3%	 37.0%	 77.7%		
Credibility	basis	 Male	 Female	 Male	 Female	
User	 14.5%	 75.3%	 15.0%	 75.9%	
Authority/	other	 85.5%	 24.7%	 85.0%	 24.1%	
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	Results	from	attributes	mode	of	presentation	and	credibility	basis	showed	that	there	is	a	 binary	 opposition	 in	 terms	 of	 the	 males’	 and	 females’	 respective	 functions	 in	television	advertisements.	Males	are	often	being	used	in	the	portrayal	of	voiceovers	and	 authoritative	 figures,	 where	 female	 figures	 are	 used	 for	 visual	 and	 embodied	characters	such	as	product	users.			As	suggested	in	previous	chapters,	voiceovers	in	advertisements	could	be	regarded	as	the	voice	from	authority	that	provides	advices	and	recommendations	(Prieler,	Ivanov	and	 Hagiwara,	 2015).	 Therefore,	 such	 relative	 higher	 proportion	 of	 males	 as	authoritative	 voiceover	 indicates	 that	 males	 are	 generally	 perceived	 as	 more	authoritative	 so	 that	 they	 are	more	 capable	 to	 take	 the	 role	 of	 voiceover.	 In	 other	words,	 the	relatively	 lower	rate	of	 female	voiceovers	 in	advertisements	reveals	 that	females	are	being	perceived	and	stereotyped	with	a	lower	authority.			In	the	sphere	of	credibility	basis,	more	females	were	being	depicted	as	product	users	who	 generally	 receive	 information	 of	 the	 products.	 In	 contrast,	 males	 were	 being	depicted	 as	 creditable	 and	 professional	 characters	 in	 the	 advertisement	 narrative,	such	as	scientists,	doctors	and	authoritative	voiceovers.	Such	narrative	setting	echoes	to	 the	distribution	 in	mode	of	presentation,	which	subtly	suggests	 females	possess	a	lower	degree	of	authority	than	males.			By	examining	the	patterns	of	distribution	in	mode	of	presentation	and	credibility	basis,	the	 stereotype	 of	 subordination	 “Female	 as	 less	 authoritative”	 (S1)	 could	 be	identified	in	results	of	the	sample.			The	trend	of	first	stereotype	could	be	examined	by	comparing	with	numerical	figures	obtained	from	previous	researches	with	the	same	coding	system.	Furnham	and	Chan	(2003)	 conducted	 a	 study	 on	 the	 same	 television	 channel	 (i.e.	 TVB	 Jade)	 with	 the	same	 coding	 procedures.	 Since	 Furnham	 and	 Chan’s	 (2003)	 study	 excluded	 the	frequencies	 of	 broadcast	 duplication,	 its	 results	would	 be	 employed	 and	 compared	with	numerical	figures	under	“general	portrayal”.						
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	Results	 of	 current	 study	 and	 Furnham	 and	 Chan’s	 (2003)	 study	were	 organized	 in	Table	 4.3.2	 below.	 Results	 of	 current	 study	 had	 similar	 distribution	 patterns	 with	Furnham	 and	 Chan	 (2003)	 –	 the	 percentages	 of	 males	 being	 depicted	 as	 more	authoritative	 (i.e.	as	voiceover	and	authority/other)	are	higher	 than	 that	of	 females	(Table	 4.3.2).	 It	 could	 be	 observed	 that,	 the	 percentage	 of	 female	 voiceovers	 in	current	 study	 (23.7%)	 is	 lower	 than	 that	 of	 previous	 figures	 (24.1%),	 where	 the	percentage	of	female	as	product	users	in	current	study	(75.3%)	is	much	higher	than	that	 of	 the	 previous	 study	 using	 for	 comparison	 (51.7%)	 (Table	 4.3.2;	 General	portrayal).	 Such	 direction	 of	 changes	 in	 percentages	 shows	 that	 the	 stereotype	 of	subordination	 “Female	 as	 less	 authoritative”	 (S1)	 has	 deteriorated	 in	 the	 past	decade.		
Table	4.3.2	–	Comparison:	Mode	of	presentation	and	Credibility	basis		 Furnham	&	Chan	(2003)	 Current	Study	(2016)	
Attribute	 General	portrayal	 General	portrayal	 Overall	duplication	
Mode	of	presentation	 Male	 Female	 Male	 Female	 Male	 Female	
Voiceover	 68.2%	 24.1%	 66.3%	 23.7	%	 63.0%	 22.3%	
Visual/	other	 31.8%	 75.9%	 33.7%	 76.3%	 37.0%	 77.7%		
Credibility	basis	 Male	 Female	 Male	 Female	 Male	 Female	
User	 25.0%	 51.7%	 14.5%	 75.3%	 15.0%	 75.9%	
Authority/	other	 75.0%	 48.3%	 85.5%	 24.7%	 85.0%	 24.1%		
	
	
4.4	Patterns	of	stereotype	“Female	as	submissive”	(S2)	The	 attributes	 role	 and	 location	 were	 selectively	 adopted	 to	 examine	 the	 second	stereotype	related	to	submissiveness.	Results	in	role	show	that	67%	of	females	were	depicted	as	dependent	characters	(Table	4.4.1;	General	portrayal),	which	showed	an	obvious	 dependence	 on	 relationship	 with	 social	 others	 such	 as	 family	 members	(Furnham,	Mak,	and	Tanidjojo,	2000).	The	remaining	33%	of	 females	(sum	of	other	two	variables)	were	depicted	as	role	with	relative	 independence,	which	 is	 far	 lower	than	 that	 of	 males	 (90.4%)	 since	 only	 9.6%	 of	 males	 were	 depicted	 as	 dependent	(Table	4.4.1;	General	portrayal).		
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		Results	 in	 location	show	similar	pattern	to	that	 in	role.	More	than	half	of	the	female	figures	were	portrayed	 in	home	settings	 (58.8%);	where	most	of	male	 figures	were	classified	 as	 leisure/	unknown	 (81.9%)	 since	 there	were	 a	 high	 proportion	 of	male	voiceovers	 in	 the	 sample	 advertisements	 (Table	 4.4.1;	 General	 portrayal).	 By	comparing	 results	 under	 the	 variable	occupation,	 the	 proportion	 of	male	 figures	 in	occupation	 settings	 is	 about	 2.6	 times	 more	 than	 females	 in	 occupation	 settings	(Table	4.4.1;	General	portrayal).	This	 shows	 that	 females	are	often	being	 conceived	and	 represented	 as	 figures	 attached	 to	 submissive	 home	 settings,	where	males	 are	more	likely	to	be	conceived	with	occupation	settings.			Such	distributions	in	role	and	location	echo	with	the	patriarchal	thought	of	“males	as	breadwinners	where	 females	 as	 homemakers”	 (Frith	 and	Mueller,	 2003).	 Symbolic	meanings	 of	 dependence	 and	 submissiveness	 were	 attached	 to	 females	 through	portrayals,	 where	 males	 were	 more	 frequently	 depicted	 as	 independent	 figures.	Therefore,	the	stereotype	“Female	as	submissive”	(S2)	could	be	identified	from	the	results.	Moreover,	 since	 figures	 in	 “Overall	duplication”	 share	 the	same	pattern,	 it	 is	believed	that	the	stereotype	of	subordination	“Female	as	submissive”	(S2)	would	be	reinforced	through	media	dissemination.			
Table	4.4.1	–	Distribution:	Role	and	Location		 Current	Study	(2016)	
Attribute	 General	portrayal	 Overall	duplication	
Role	 Male	 Female	 Male	 Female	
Dependent	 9.6%	 67.0%	 9.0%	 63.4%	
Interviewer/	narrator	 75.9%	 29.9%	 74.1%	 30.2%	
Professional/	other	 14.5%	 3.1%	 16.9%	 6.5%		
Location	 Male	 Female	 Male	 Female	
Home	 4.8%	 58.8%	 4.3%	 59.0%	
Occupation	 13.3%	 5.2%	 18.2%	 9.1%	
Leisure/	unknown	 81.9%	 36.1%	 77.5%	 31.9%		The	 study	 conducted	 by	 Furnham	 and	 Chan	 (2003)	 was	 employed	 again	 for	comparison.	With	reference	to	Table	4.4.2,	both	percentages	of	females	as	dependent	characters	and	 in	home	settings	 increased	by	about	3.3	times	(from	20.7%	to	67%)	and	 4.3	 times	 (from	13.8%	 to	 58.8%)	 respectively	 in	 the	 past	 decade	 (Table	 4.4.2;	
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General	portrayal).	Meanwhile,	the	percentage	of	males	in	occupation	was	increased	by	13.3%	whereas	that	of	females	in	occupation	was	decreased	by	12%	(from	17.2%	to	5.2%)	(Table	4.4.2;	General	portrayal).	Such	two	patterns	in	changes	directly	point	to	a	reinforcement	and	deterioration	of	the	stereotype	“Female	as	submissive”	(S2)	in	the	Hong	Kong	context.			
Table	4.4.2	–	Comparison:	Role	and	Location		 Furnham	&	Chan	(2003)	 Current	Study	(2016)	
Attribute	 General	portrayal	 General	portrayal	 Overall	duplication	
Role	 Male	 Female	 Male	 Female	 Male	 Female	
Dependent	 15.9%	 20.7%	 9.6%	 67.0%	 9.0%	 63.4%	
Interviewer/	narrator	 75.0%	 41.4%	 75.9%	 29.9%	 74.1%	 30.2%	
Professional/	other	 9.1%	 37.9%	 14.5%	 3.1%	 16.9%	 6.5%		
Location	 Male	 Female	 Male	 Female	 Male	 Female	
Home	 11.4%	 13.8%	 4.8%	 58.8%	 4.3%	 59.0%	
Occupation	 0.0%	 17.2%	 13.3%	 5.2%	 18.2%	 9.1%	
Leisure/	unknown	 88.6%	 69.0%	 81.9%	 36.1%	 77.5%	 31.9%	
	
	
	
4.5	Patterns	of	stereotype	“Female	as	less	intelligent”	(S3)	Three	 attributes	argument,	help	 and	advice	were	 selectively	 adopted	 from	different	previous	studies	for	examining	the	degree	of	intelligence	among	central	figures.			In	 argument,	 the	 percentage	 difference	 between	 males	 making	 factual	 arguments	(56.6%)	 is	 slightly	 higher	 to	 opinions/	 none	 (43.4%),	 it	 shows	 that	 males	 were	generally	 depicted	 with	 both	 types	 of	 arguments	 (Table	 4.5.1;	 General	 portrayal).	However,	only	7.2%	of	 females	were	making	 factual	arguments,	with	 the	remaining	percentage	 (92.8%)	 as	 females	 making	 opinions	 (Table	 4.5.1;	 General	 portrayal).		Such	 extreme	 distribution	 in	 arguments	made	 by	 females	 reveals	 that	 females	 are	often	being	associated	and	represented	with	subjective	arguments.	Female	would	be	tended	 to	 stereotyped	as	 less	 intelligent	 than	males,	 since	 the	 lack	of	 objective	 and	factual	 arguments	 with	 solid	 evidences	 would	 lead	 to	 a	 connotation	 of	 being	 less	intelligent	and	ignorant	(Furnham	and	Paltzer,	2010).	
	
	 25	
In	results	of	the	help	attribute,	although	the	majority	of	males	and	females	portrayed	in	 the	 sample	 did	 not	 perform	 physical	 acts	 of	 giving	 or	 receiving	 help,	 a	 binary	distribution	in	giving	and	receiving	help	could	still	be	identified.	There	were	24.1%	of	males	offering	help	to	other	central	figures	but	only	4.1%	of	females	performed	acts	to	provide	help	(Table	4.5.1;	General	portrayal).	Contrast	in	depiction	could	be	found	in	 the	 4.8%	 of	 males	 and	 26.8%	 of	 females	 receiving	 help	 (Table	 4.5.1;	 General	portrayal).	Such	pattern	shows	that	males	are	males	are	more	frequent	to	be	depicted	as	 figures	 offering	 help	 while	 females	 are	 being	 represented	 as	 weaker	 ones	 who	receive	helps	from	others.	In	advice,	a	high	percentage	of	males	(79.5%)	gave	advice	while	 only	 28.9%	 of	 females	 did	 the	 same;	 excluding	 the	 central	 figures	 without	providing	or	receiving	advices,	 the	percentage	of	 females	receiving	advices	(45.4%)	was	about	19	times	higher	than	males	receiving	advices	(2.4%)	(Table	4.5.1;	General	portrayal).		A	 high	 frequency	 in	 portrayals	 of	 receiving	 help	 and	 advice	 could	 signify	 that	 the	particular	type	of	individual	possesses	a	lower	level	of	personal	abilities,	awareness,	knowledge	 and	 intelligence	 (Silverstein	 and	 Silverstein,	 1974).	 Therefore,	 together	with	results	of	argument,	such	patterns	of	attributes	would	reveal	that	the	stereotype		
“Female	as	less	intelligent”	(S3)	could	be	identified.		
Table	4.5.1	–	Distribution:	Argument,	Help	and	Advice		 Current	Study	(2016)	
Attribute	 General	portrayal	 Overall	duplication	
Argument	 Male	 Female	 Male	 Female	
Factual	 56.6%	 7.2%	 54.6%	 9.0%	
Opinion/	none	 43.4%	 92.8%	 45.4%	 91.0%		
Help	 Male	 Female	 Male	 Female	
Giving	 24.1%	 4.1%	 28.1%	 6.6%	
Receiving	 4.8%	 26.8%	 7.5%	 26.6%	
Not	applicable	 71.1%	 69.1%	 64.4%	 66.7%		
Advice	 Male	 Female	 Male	 Female	
Giving	 79.5%	 28.9%	 84.3%	 32.5%	
Receiving	 2.4%	 45.4%	 2.9%	 43.0%	
Not	applicable	 18.1%	 25.8%	 12.8%	 24.5%			
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The	trend	of	the	stereotype	“Female	as	less	intelligent”	(S3)	would	be	conducted	by	comparing	the	results	from	current	study	with	different	sets	of	previous	results.	Note	that	 results	 of	 the	 attribute	 argument	 will	 be	 compared	with	 that	 of	 Furnham	 and	Chan	 (2003)	 on	 the	 basis	 of	 “General	 portrayal”,	 while	 results	 of	 help	 and	 advice	would	 be	 compared	 with	 the	 study	 by	 Silverstein	 &	 Silverstein	 (1974)	 on,	 since	frequencies	 of	 broadcast	 duplication	was	 excluded	 in	 former	 and	 included	 in	 latter	studies	respectively.			A	 swap	 in	distribution	patterns	could	be	 identified	when	comparing	argument	with	previous	studies.	In	Furnham	and	Chan’s	(2003)	study,	there	were	more	males	giving	more	opinions	(65.9%)	where	more	females	were	making	factual	arguments	(51.7%)	(Furnham	and	Chan,	2003)	(Table	4.5.2;	General	portrayal).	Such	pattern	of	portrayal	was	 different	 to	 the	 current	 results	 in	 a	 way	 that	 binary	 distribution	 of	 argument	nature	 among	 males	 and	 females	 were	 swapped.	 The	 swapping	 of	 gender-role	portrayal	 could	 be	 regarded	 as	 a	 shift	 of	 social	 understanding	 of	 gender	 traits	(Manstead	 and	McCulloch,	 1981).	More	 importantly,	 this	 swap	would	 indicate	 that	the	 stereotype	 “Female	 as	 less	 intelligent”	 (S3)	 was	 deteriorated	 from	 51.7%	females	making	factual	arguments	in	2003	to	92.8%	females	giving	opinions	in	2016	under	the	same	Hong	Kong	context	(Table	4.5.2;	General	portrayal).			
Table	4.5.2	–	Comparison:	Argument		 Furnham	&	Chan	(2003)	 Current	Study	(2016)	
Attribute	 General	portrayal	 General	portrayal	 Overall	duplication	
Argument	 Male	 Female	 Male	 Female	 Male	 Female	
Factual	 43.1%	 51.7%	 56.6%	 7.2%	 54.6%	 9.0%	
Opinion/	none	 65.9%	 48.3%	 43.4%	 92.8%	 45.4%	 91.0%		Regarding	 the	 comparison	 on	 the	 other	 two	 attributes	 help	 and	 advice,	 results	 of	current	study	would	be	compared	with	Silverstein	&	Silverstein’s	(1974)	on	the	basis	of	 “Overall	duplication”.	Although	 the	numerical	 figures	 in	Silverstein	&	Silverstein’s	(1974)	 study	was	 not	 based	 on	 the	 Hong	 Kong	 context,	 it	 is	 believed	 insights	 and	implications	on	global	could	still	be	obtained.			According	 to	 figures	 in	 Silverstein	 &	 Silverstein’s	 (1974)	 study,	 there	 were	 more	males	 receiving	 helps	 (3.6%)	 than	 giving	 helps	 (1.2%)	 and	 more	 females	 giving	
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advices	 (8.7%)	 than	 receiving	 advices	 (8.1%)	 in	 1974,	 such	 distributions	 was	different	 with	 that	 of	 current	 study	 (Table	 4.5.3;	 Overall	 duplication).	 Yet,	 the	distribution	 patterns	 of	 more	 males	 giving	 advices	 (10.3%)	 and	 more	 females	receiving	 helps	 (5.1%)	 are	 parallel	 to	 that	 of	 results	 of	 current	 study	 (Table	 4.5.3;	Overall	duplication).	Therefore,	due	 to	mixed	patterns	of	distribution	and	relatively	small	percentage	differences	found	in	the	extreme	variables	giving	and	receiving,	the	stereotype	“Female	as	less	intelligent”	(S3)	could	not	be	 identified	in	Silverstein	&	Silverstein’s	(1974)	study.			Comparing	 with	 Silverstein	 &	 Silverstein’s	 (1974)	 study,	 there	 were	 obvious	increases	 in	proportion	of	males	being	depicted	 as	 figures	 giving	help	 (28.1%)	and	advices	(84.3%),	as	well	as	the	proportion	of	females	being	portrayed	as	receivers	of	help	(26.6%)	and	advice	(43.0%)	(Table	4.5.3;	Overall	duplication).	Such	increase	in	representation	 patterns	 would	 indicate	 that	 the	 stereotype	 “Female	 as	 less	
intelligent”	 (S3)	 was	 constructed	 in	 television	 advertisement	 sphere,	 and	progressively	reinforced	in	different	cultural	contexts	in	the	past	decades.			
Table	4.5.3	–	Comparison:	Help	and	Advice		 Current	Study		(2016)	 Silverstein	&		Silverstein	(1974)	
Attribute	 General	portrayal	 Overall	duplication	 Overall	duplication	
Help	 Male	 Female	 Male	 Female	 Male	 Female	
Giving	 24.1%	 4.1%	 28.1%	 6.6%	 1.2%	 3.3%	
Receiving	 4.8%	 26.8%	 7.5%	 26.6%	 3.6%	 5.1%	
Not	applicable	 71.1%	 69.1%	 64.4%	 66.7%	 95.2%	 91.6%		
Advice	 Male	 Female	 Male	 Female	 Male	 Female	
Giving	 79.5%	 28.9%	 84.3%	 32.5%	 10.3%	 8.7%	
Receiving	 2.4%	 45.4%	 2.9%	 43.0%	 3.9%	 8.1%	
Not	applicable	 18.1%	 25.8%	 12.8%	 24.5%	 85.8%	 83.2%		
	
	
4.6	Patterns	of	stereotype	“Female	as	sex	objects”	(S4)	Distribution	patterns	in	attributes	age	and	degree	of	dress	were	selectively	adopted	for	examining	sex	objectification.	Regarding	the	general	portrayal	of	central	 figures’	
age,	the	proportion	of	females	represented	as	young	(under	30	years	old)	was	high	at	a	percentage	of	57.7%;	while	only	38.6%	of	males	were	depicted	as	young,	with	the	
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remaining	male	figures	(61.4%)	being	portrayed	as	middle-aged	(30	to	60	years	old)	(Table	4.6.1;	General	portrayal).	Therefore,	under-representations	were	identified	in	age	groups	of	middle	aged	and	old	females,	as	well	as	young	and	old	males.		Results	 in	 degree	 of	 dress	 also	 describe	 a	 difference	 in	 distribution	 pattern	 among	males	and	females.	Apart	from	the	disembodied	central	figures,	majority	of	embodied	males	 were	 fully	 dressed	 (22.9%),	 where	 55.7%	 of	 embodied	 females	 are	suggestively	 dressed	 (Table	 4.6.1;	 General	 portrayal).	 Also,	 when	 looking	 into	 the	variable	 partially	 dressed/	 nude,	 the	 percentage	 of	 female	 figures	 classified	 in	 this	variable	 (9.3%)	 is	 about	 7.8	 times	 higher	 than	males	 (1.2%)	 (Table	 4.6.1;	 General	portrayal).	From	these	patterns	in	degree	of	dress,	females	are	seem	to	be	conceived	with	higher	level	of	nudity	from	a	lower	degree	of	dress.	
	
Table	4.6.1	–	Distribution:	Age	and	Degree	of	dress		 Current	Study	(2016)	
Attribute	 General	portrayal	 Overall	duplication	
Age	 Male	 Female	 Male	 Female	
Young	 38.6%	 57.7%	 38.3%	 58.7%	
Middle	aged	 61.4%	 39.2%	 61.7%	 39.1%	
Old	 0.0%	 3.1%	 0.0%	 2.1%		
Degree	of	dress	 Male	 Female	 Male	 Female	
Fully	dressed	 22.9%	 13.4%	 25.2%	 19.0%	
Suggestively	dressed	 4.8%	 55.7%	 7.9%	 49.8%	
Partially	dressed/	nude	 1.2%	 9.3%	 1.3%	 9.9%	
Not	applicable	(Disembodied	figures)	 71.1%	 21.6%	 65.6%	 21.3%	
	With	 reference	 to	 distribution	 patterns	 in	 age	 and	 degree	 of	 dress,	 female	 sex	objectification	 of	 could	be	 identified	 from	 the	under-representation	 (as	 young)	 and	partial	nudity	in	repetitive	portrayals	of	females;	females	tend	to	be	reduced	as	empty	objects	 with	 only	 young	 and	 attractive	 bodies	 as	 their	 values	 (Frith	 and	 Mueller,	2003).			The	 targeted	 groups	of	 audience	of	 the	 advertisements	 could	 also	be	 considered	 in	the	discussion	of	 female	 sex	objectification.	Among	 the	broadcasted	advertisements	with	female	central	figures,	62.9%	of	the	advertisements	were	targeting	at	both	males	and	females	(Table	4.6.2;	Overall	duplication).	This	means	that	advertisers	knew	that	there	 would	 be	 gazes	 from	 male	 audiences.	 Yet,	 there	 were	 still	 relative	 high	
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percentages	 in	 female	 portrayed	 as	 young	 and	 in	 a	 certain	 degree	 of	 nudity.	 Such	patterns	 of	 distributions	 would	 suggest	 that	 females	 were	 being	 conceived	 and	shaped	 as	 sex	 objects	 for	 satisfying	 gazes,	 particularly	 male	 gazes	 (Dianoux	 and	Linhart,	2010).	Since	females	were	symbolically	reduced	as	sex	objects,	according	to	the	 study	 results,	 the	 fourth	 stereotype	 “Female	 as	 sex	 objects”	 (S4)	 could	 be	identified	in	the	Hong	Kong	context.			
Table	4.6.2	–	Distribution	of	targeted	groups	in	advertisements		 General	portrayal	 Overall	duplication	
Targeted	group	 Male	 Female	 Male	 Female	Male	 9.6%	 0.0%	 8.3%	 0.0%	Female	 3.6%	 32.0%	 5.6%	 37.1%	Both	 86.7%	 68.0%	 86.1%	 62.9%	
	Similar	 to	 previous	 attributes	 in	 various	 stereotypes,	 the	 attribute	 age	 would	 be	compared	with	Furnhman	and	Chan’s	(2003)	study	on	the	basis	of	“General	portrayal”.		Distribution	patterns	of	males	in	different	age	groups	remains	similar	over	the	decade,	with	middle	aged	males	constantly	being	the	majority	(61.4%)	(Table	4.6.3;	General	portrayal).	 However,	 percentage	 figures	 reveal	 that	 there	 were	 more	 females	portrayed	as	young	 (79.3%)	 in	2003;	where	 the	proportion	of	middle	aged	 females	increased	 from	 17.2%	 in	 2003	 to	 39.2%	 in	 2016	 (Table	 4.6.3;	 General	 portrayal).	Such	change	could	be	due	to	an	increase	in	advertisements	targeting	at	middle	aged	females	such	as	cosmetic	and	nutrition	products.			
	
Table	4.6.3	–	Comparison:	Age		 Furnham	&	Chan	(2003)	 Current	Study	(2016)	
Attribute	 General	portrayal	 General	portrayal	 Overall	duplication	
Age	 Male	 Female	 Male	 Female	 Male	 Female	
Young	 36.4%	 79.3%	 38.6%	 57.7%	 38.3%	 58.7%	
Middle	aged	 61.4%	 17.2%	 61.4%	 39.2%	 61.7%	 39.1%	
Old	 2.3%	 3.4%	 0.0%	 3.1%	 0.0%	 2.1%		The	attribute	degree	of	dress	would	be	compared	with	Prieler,	Ivanov	&	Hagiwara’s	study	 (2015).	 Since	 the	 study	 for	 comparison	 only	 provided	 results	 of	 embodied	central	 figures,	 an	 extra	 column	 of	 percentages	 was	 prepared	 in	 Table	 4.6.4	 (i.e.	
percentage	distribution	of	 embodied	 central	 figures	 in	 three	degrees	of	 dress)	 for	 the	sake	of	comparison.			
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	Although	 the	 proportion	 of	 males	 in	 partially	 dressed/	 nude	 in	 was	 relatively	 high	(61.7%),	proportion	of	 females	under	 this	 variable	was	higher	 at	 a	point	 of	 89.3%;	there	were	much	more	males	 in	 fully	 dressed	 (32.9%)	 than	 females	 (3.6%)	 in	 the	result	of	Prieler,	 Ivanov	&	Hagiwara’s	 study	(2015)	 (Table	4.6.4;	Samples	only	with	visual	 portrayals).	 Patterns	 in	 current	 study	 results	 partially	 echo	 to	 the	 previous	study	–	 there	were	more	 females	under	 variables	with	 certain	degree	 (Suggestively	
dressed	and	Partially	dressed/	nude)	of	nudity	than	males	(Table	4.6.4;	Samples	only	with	visual	portrayals).		Therefore,	these	patterns	of	figures	would	further	justify	the	identification	of	stereotype	“Female	as	sex	objects”	(S4).		
Table	4.6.4	–	Comparison:	Degree	of	dress		 Current	Study		(2016)	 Prieler,	Ivanov	&	Hagiwara	(2015)	
Attribute	 Overall	duplication	 Overall	duplication	 Overall	duplication	
	 	 Samples	only	with	visual	portrayals	
Degree	of	dress	 Male	 Female	 Male	 Female	 Male	 Female	
Fully	dressed	 25.2%	 19.0%	 73.4%	 24.2%	 32.9%	 3.6%	
Suggestively	dressed	 7.9%	 49.8%	 22.9%	 63.2%	 5.4%	 7.1%	
Partially	dressed/	nude	 1.3%	 9.9%	 3.7%	 12.6%	 61.7%	 89.3%	
Not	applicable	
(Disembodied	figures)	 65.6%	 21.3%	 N.A.		 N.	A.	 N.A.		 N.	A.		
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4.7	Overall	trend	of	female	subordination	Table	4.7	below	provides	a	summary	of	previous	discussions	on	identification	of	the	four	 stereotypes	 of	 subordination	 from	 finding	 results	 of	 current	 study,	 as	 well	 as	respective	 trends	obtained	by	comparing	 the	patterns	of	distribution	with	previous	studies.				
Table	4.7	–	Summary	of	identification	and	trend	of	stereotypes	
Stereotypes	of	subordination	 Identification	 Trend	from	comparison	
S1	 Female	as	less	authoritative	 Identified	 Deteriorated	
S2	 Female	as	submissive	 Identified	 Deteriorated	
S3	 Female	as	less	intelligent	 Identified	 Deteriorated	
S4	 Female	as	sex	objects		 Identified	 Not	applicable		The	four	stereotypes	of	female	subordination,	namely	“Female	as	less	authoritative”,	
“Female	 as	 submissive”,	 “Female	 as	 less	 intelligent’	 and	 “Female	 as	 less	
authoritative”,	were	 identified	from	study	findings.	All	of	 these	stereotypes	share	a	common	nature	of	 judgments	on	power	relations	among	males	and	females	–	males	are	being	 shaped	 superior	while	 females	 are	 shaped	as	 inferior	 and	 subordinate	 to	males.			Such	 stereotypes	 would	 be	 repeated	 in	 television	 advertisements	 and	 construct	 a	cultivation	 effect	 on	 both	 genders	 (Wober	 and	Gunter,	 1988).	Males	would	 tend	 to	perceive	 themselves	 as	 superior	 to	 females;	 females	would	 have	 their	 potentials	 in	various	 aspects	 of	 everyday	 life	being	 reduced	under	 the	 trend	of	 subordination	 as	suggested	by	mass	media.			Under	 the	 influence	of	prolonged	 ideology	of	patriarchy,	 the	mentioned	stereotypes	would	be	constantly	reproduced	in	different	social	spheres.	Patterns	of	deterioration	in	the	stereotypes	of	subordination	was	found	in	television	advertisements	under	the	Hong	Kong	context,	which	means	the	phenomenon	of	female	subordination	has	been	extended	and	aggravated	by	media	texts.			From	 the	 research	 findings,	 although	 there	 were	 more	 females	 being	 depicted	 as	central	figures	in	television	advertisements,	the	qualitative	sphere	of	representation	
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suggested	 that	 females	 should	 be	 subordinate	 according	 to	 symbolic	 meanings	beneath	the	four	stereotypes	of	subordination.		Although	numbers	of	researches	have	found	that	television	advertisements	in	various	cultural	contexts	are	becoming	less	stereotypical	in	a	way	that	females’	social	position	has	 been	 improving	 (William	and	Best,	 1990;	 Furnham,	Mak,	 and	Tanidjojo,	 2000),	results	of	current	study	echo	with	the	argument	made	by	Furnham	and	Chan	(2003)	that	 Asian	 countries	 are	 slower	 to	 adopt	 ideas	 of	 gender	 equality	 that	 has	 became	popular	in	Western	counties	in	recent	years	(Frunham	and	Chan,	2003).					 	
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Chapter	Five:	Conclusion	
5.1	Summary	of	research	findings	The	present	study	conducted	a	content	analysis	on	television	advertisements	in	Hong	Kong;	results	reveal	that	four	stereotypes	of	female	subordination	would	be	identified	from	 different	 distribution	 patterns	 of	 gender	 portrayals	 according	 to	 different	attributes	of	television	advertisements.			Generally,	a	binary	arrangement	in	major	distribution	was	found	in	variables	among	the	selectively	adopted	attributes.	Such	combinations	of	binary	arrangements	tend	to	construct	 males	 as	 superior	 where	 females	 as	 less	 authoritative,	 submissive,	 less	intelligent	 and	 sex	 objects	 for	 satisfying	 gazes.	 In	 other	words,	 the	 phenomenon	 of	females	was	identified	through	various	patterns	of	media	portrayal	of	gender	figures.			By	 comparing	 the	 results	 of	 current	 study	with	 previous	 studies,	 numerical	 figures	have	 revealed	 that	 the	 problem	 of	 female	 subordination	 in	Hong	Kong	 context	 has	been	deteriorating	in	the	past	decade,	in	which	females	were	being	suggested	as	more	inferior	 according	 as	 the	 four	 stereotypes	 subtly	 suggested.	 Together	 with	 survey	reports	showing	how	females	in	Hong	Kong	are	being	discriminated	against	in	reality.	It	 is	believed	that	more	practical	actions	should	be	taken	by	various	stakeholders	in	order	to	achieve	gender	equality	in	Hong	Kong,	as	well	as	other	countries	in	the	world.				
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5.2	Research	limitations	and	suggestions	for	future	studies		
Scale	of	research	The	 scale	 of	 this	 research	 study	 was	 relatively	 small	 -	 only	 the	 advertisements	broadcasted	in	the	prime	time	during	a	four-week	period	were	taken	as	the	sample.	Since	 the	 gender	 portrayal	 in	 advertisements	 in	 other	 timeslots,	 such	 as	 afternoon,	may	be	different,	the	adopted	sample	of	advertisements	may	not	be	a	holistic	one	for	comprehensive	 analysis	 of	 general	 patterns	 and	 trends	 of	 female	 subordination	 in	television	advertisements.			Also,	the	television	channel	selected	for	sampling	was	a	free	channel	broadcasted	in	Cantonese.	However,	 there	 are	 free	 channels	 broadcasted	 in	English	 (i.e.	 TVB	 Jade)	and	 Cantonese	 (i.e.	 Viu	 TV).	 Patterns	 in	 gender	 portrayal	 may	 be	 different	 in	 the	English	channel,	due	to	differences	in	linguistic	and	cultural	contexts.	Therefore,	apart	from	the	time	frame	of	sampling,	it	is	suggested	that	all	channels	broadcasted	in	free	should	be	taken	into	consideration	in	order	to	conduct	a	holistic	content	analysis	of	television	advertisements	in	Hong	Kong.		
Impacts	from	new	media	Television	 was	 conceived	 as	 the	 most	 influential	 source	 of	 media	 due	 to	 its	 high	dissemination	 rate	 and	 multiple	 styles	 of	 content	 delivery.	 However,	 with	 the	progressive	 technological	 advancement,	 the	 influence	 of	 television	 texts	 including	dramas	and	advertisements	 seems	 to	be	weakened	by	new	 forms	of	media	 such	as	online	websites	and	mobile	applications.			With	the	higher	dissemination	rate	and	more	diversified	styles	of	content	delivery	in	new	media,	significance	of	analyzing	the	contents	in	television	text	has	became	lower.	Focuses	 shall	 shift	 to	 the	 new	 frameworks	 examining	 influences	 on	 female	subordination	from	new	media.			
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